This paper presents a critical engagement with current initiatives for ethically-labelled goods in South Africa, thus offering an intervention in a literature on ethical consumption that has previously prioritized the global North. Through an interview-based methodology supported by focus groups in the Western Cape, the paper attends specifically to the strategies shaping recent forms of ethical consumption in South Africa on the part of business and civil society. by the discursive construction of a growing South African 'middle class' is also 2 acknowledged as part of the process of encouraging ethical consumption on the part of these actors. In conclusion, it is suggested that understanding ethical consumption in South Africa, as elsewhere, requires sensitivity to both transnational networks of globalizing responsibility and localized expressions of ethical consumption.
Introduction
This paper presents a critical engagement with emerging spaces of ethical consumption in South Africa, thus offering an intervention in a literature that has previously prioritized ethical consumption in the global North. South Africa's expanding domestic markets for Fairtrade (Fairtrade International, 2013) , an ever widening range of ethically-labelled products on South African supermarket shelves and increasing consumer concern with sustainability (Belgian Development Agency, 2013) make this a timely contribution. The specific focus of the paper is on the strategies shaping recent forms of ethical consumption in South Africa on the part of business, civil society and, to a lesser extent, the state. In so doing, we aim to address the question of how ethical consumption is defined and expressed in this context, with particular attention paid to the role played by powerful intermediaries such as civil society organizations, retailers and consultancy firms.
Although we acknowledge a much wider literature on ethical consumption, much of which explores and theorizes the contexts and nuances of consumer agency and practice (Carrier, 2012; Hall, 2011; Mansvelt, 2005; Peattie, 2010) , this paper specifically develops the notion of mobilization proposed by Clive Barnett, Paul Cloke, Nick Clarke and Alice Malpass in their study of ethical consumption in the UK city of Bristol (Barnett et al., 2011; Clarke et al., 2007a) . In that study, mobilization is highlighted as the crucial brokering role played by influential intermediaries, not only in engaging consumers in ethical markets and projects, but also in "represent [ing] their expressed preferences as 'ethical' subjects to other actors involved in making markets including state agents, corporations and regulatory agencies" (Barnett et al., 2011: 85) . The specific expression of "mobilizing the ethical consumer", used and adapted in the title of our paper, is drawn from Barnett et al. (2011: 90) . Existing empirical study and theorization of mobilizing the ethical consumer has been focused on projects and ethical subjects in the global North. This paper applies the concept to the work of intermediaries in the global South. Moreover, the process of mobilization in this context is developed by an explicit consideration of how notions of ethical consumption on the part of particular ethical labelling initiatives and intermediaries combine globalizing notions of responsibility travelling through transnational business and political networks with localized understandings of responsibility in South Africa. This brings the notion of mobilization into dialogue with understandings of ethical consumption that appreciate its embeddedness in local contexts and histories (Berlan, 2012; Dombos, 2012; Isenhour, 2012) . What the paper also shows is the part played by discursive constructions of the South African 'middle classes' in the mobilization process, whereby ethically-labelled goods are often targeted towards this group defined in various locally-specific ways by development organizations and consultancy firms.
Using the case of South Africa, the paper captures a range of ethical labelling initiatives that have appeared in the context of a rapidly growing and globalizing economy since the ending of apartheid in 1994, as well as a rising middle class and expanding domestic markets for consumer goods. While acknowledging that consumption in South Africa has of course always been (and continues to be) informed by moralities in a very wide range of ways, (Authors, in press), the paper addresses three prominent initiatives set up to encourage Also, they represent three of the top four ethical labels recognized by South African consumers (Belgian Development Agency, 2013) .
1 Therefore, as the paper is seeking to understand the ways in which prominent ethical labelling initiatives are appealing to consumers, these leading labels in terms of consumer recognition represent appropriate case studies with which to begin.
The paper proceeds first by explaining the predominantly interview-based methodology in South Africa before positioning the perspective of mobilizing the ethical consumer in the broader literature in this field. The paper then focuses on the intermediaries and networks (civil society, firms and the state) encouraging ethical consumption in South Africa, highlighting in particular the role played by the discursive construction of the middle class in this context. Following this, we address the understandings of ethical consumption mobilized by our three case study initiatives and the ways in which they travel through South African commercial networks, before drawing conclusions concerning the contingent nature of ethical labelling initiatives and the process of mobilizing the ethical consumer in this setting.
Research methods
The empirical material derives from research into ethical trade in the Western Cape. Following discussion of everyday consumption, participants were shown the logos of each of the three case study initiatives as a way of gauging their readings of the labels and the notions of ethical consumption they promote. 3 Focus group material is used in this paper simply for the purposes of illustrating the role of reflexivity in terms of how notions of ethical consumption promoted by the three ethical labelling initiatives can be read and influenced by consumers. We do not suggest that the reflections of our respondents are generalizable.
Rather, triangulated with the stakeholder interviews and secondary data, they provide insight into the traction of ethically-labelled goods and the complexity of the ethical mobilization process.
Critical perspectives on ethical consumption in the global South

Broadening the geographical scope of research on ethical consumption
Ethical consumption can be understood as a very broad range of movements, initiatives and practices through which values, morals, principles and ideals concerning social and environmental responsibility shape consumers' decisions about the purchase of goods and services, as well as their use and recycling. Since consumption became a central field of inquiry in the social sciences by the mid-1990s (Miller, 1995) , increasing attention has been paid to such ethical dimensions. Carrier (2012: 2) suggests this means "taking into account the moral nature of objects when deciding whether or not to consume them". An important part of the literature on ethical consumption therefore acknowledges that all forms and practices of consumption are in some way influenced by moral considerations (including care
for the self and proximate others, as well as financial responsibility) (Hall, 2011; Mansvelt, 2005) . However, a dimension of ethical consumption receiving a great deal of both public and academic attention concerns the institutional dynamics and consumption of high-profile, ethically-labelled goods (Carrier, 2012) . Addressing such public and widely-known ethical labelling initiatives, a burgeoning literature considers an array of civil society and consumer projects that have sought to encourage forms of consumption very explicitly intended to be more socially and/or environmentally just than those associated with the mainstream economy. Examples include Fairtrade (Bryant and Goodman, 2004) , certified organic schemes (Eden et al., 2008) and initiatives encouraging the purchase of 'local' produce (Blake et al, 2010) . Moreover, an important set of insights has come from anthropological research into such ethically-labelled goods, which suggest the significance of cultural values and local histories in shaping their consumption (Berlan, 2012; Dombos, 2012; Fletcher, 2012; Isenhour, 2012) .
Until very recently, social science research on ethical consumption, whether focused on broad consumption ethics or particular labelling initiatives, has prioritized the global North, viewing the South largely in terms of spaces of production supplying these markets.
Research on ethical trading issues concerning South Africa almost exclusively attends to South African export producers and the ethical initiatives and issues affecting them (see, for example, Bek et al, 2007; Herman, 2010; Kritzinger et al, 2004; Linton, 2012; Mather and Rowcroft, 2004; Raynolds, 2009) .
Over the past few years, corporate responsibility and consumption ethics have grown in importance in rising power and emerging market economies of the global South as a kind of regulatory check on particular aspects of recent economic growth and the expansion of domestic markets in consumer goods (Guarin and Knorringa, 2014) . This growing importance is influenced, though not determined, by forms of business and consumer ethics travelling from the global North and intertwining with localized and historically-embedded moralities of consumption and business responsibility. An embryonic literature addresses these transformations, including in India (Gupta and Hodges, 2012) , Korea (Hong and Song, 2010) and Malaysia (Rahim et al, 2011) . Our paper responds to a need for a wider set of case studies of ethical consumption in the global South, with a specific focus on influential labelling initiatives that are serving to frame ethical consumption in South Africa in particular ways.
Advancing perspectives on ethical consumption in the South through the notion of mobilization
To advance understanding of how the kinds of high-profile ethical labelling initiatives highlighted by Carrier (2012) increasingly frame and mobilize ethical consumption in the global South, the paper develops existing theoretical work in the social sciences specifically emphasizing the agency of political decision-making, or "ethical problematization" (Barnett et al., 2011: 27) , on the part of institutional actors and consumers. Recent work theorizing ethical consumption in the global North, in particular in Western Europe and North America, has viewed it as a blurring of the boundaries between market and civil society in an advanced liberal context and as an emerging means through which politics can be practised by citizens as consumers (and consumers as citizens) (Micheletti, 2003) . However, Barnett et al (2011) argue for a displacement of agency away from the consumer per se and suggest that consumption's politicization is articulated through influential intermediary organizations (e.g.
civil society groups and initiatives) and embedded in the broad field of practices constituting everyday life. This perspective revises top-down conceptualization of neoliberal subject formation and acknowledges the more recursive relationship between discourses of political power and everyday self-reflexivity and action. When considering the role of consumers, Barnett et al (2011) focus on the realm of practices, contributing to perspectives that see consumers neither as passive dupes nor autonomous individuals, but rather as reflexive agents who rework ethical consumption campaigns and initiatives. The campaigns and initiatives are part of a process of mobilizing the ethical consumer, which is argued to involve two dimensions:
" ...
[O]n the one hand, it involves organizations making practical and narrative resources available to people to enable them to act as 'responsible' subjects not only in relation to their own circumscribed criteria of utility but also in relation to broader social and environmental 'responsibilities'; on the other hand, it involves organizations making a collective of 'consumers' knowable through market research, surveys and other technologies in order to speak to their name in policy arenas and the public realm" (Clarke et al, 2007a: 235) .
We suggest that there is a further aspect to mobilizing the ethical consumer reflecting anthropological insights into the significance of local histories: as Dombos (2008: 123) argues, "While ethical consumption might offer itself as a global phenomenon, it is always practised in local contexts with their particular struggles, histories, and trajectories" (see also Zukin and Maguire, 2004) . It is this local embeddedness that we seek to grasp in the case of South Africa. Specifically, we demonstrate that the mobilization of ethical consumption in this context is shaped by South Africa's very particular struggles, histories and trajectoriesa post-conflict society in which racialized poverty is entrenched and the poor are proximate, in which socio-economic transformation is seen as the antidote to social and political unrest, in which government affirmative action policies have given rise to emergent black middle classes, and in which ethical consumption takes on very specific meanings. So although it is beyond the scope of the paper to present an in-depth account of the very wide range of middle class consumption practices and their ethics evident in contemporary South Africa, we seek to demonstrate specifically how local histories shape notions of responsibility bound up in the "practical and narrative resources" (Clarke et al., 2007a: 235) made available to and interpreted by consumers in the context of prominent South African labelling initiatives.
South Africa's middle classes and the mobilization of ethical consumption
South Africa's middle class consumers
The growing middle classes represent a part of the context for increasing consumption in rapidly developing economies like South Africa. With significance for this paper, they are also considered targets for the kinds of ethical labelling initiatives we discuss. However, more than this, we suggest that the middle class represents a discursively-constructed category that itself is part of the process of mobilizing the ethical consumer. objective and subjective notions of class (Burger et al., 2015) , South Africa's middle classes are often understood as "the consumer class[es]" (Kharas, 2010: 5) . Despite representing a relatively small fraction of the population (see below), the South African middle classes are diverse and include a large proportion of white South Africans (both affluent and very affluent), the so-called 'Black Diamonds' or very-affluent black individuals, and an emerging group of black professionals and white-collar employees in both the public and private sectors.
5
The South African Audience Research Foundation's (SAARF) Living Standards Measure (LSM) has become popular as a way of identifying the middle-class, consumer classes 6 and is now the most widely used marketing research tool in Southern Africa. It is also being used as a means of identifying and targeting those consumers most likely to be in a position to exercise ethical choices, though this makes a debatable assumption that ethical consumption is something of a luxury linked to discretionary spending. The LSM divides the population into 10 groups, from 10 (highest) to 1 (lowest). It is seen as a significant means of segmenting the South African market because it cuts across 'race' and other techniques of categorizing people and it is a wealth measure based on standard of living rather than income (Haupt n.d.) . The segment of the population categorized as LSM 7-10 has grown from below 6.5 million (22% of the adult population) in 2001 to over 12 million (35% of the adult population) in 2011 (Chronis, 2012) . In terms of regional geography, Gauteng and the Western Cape are the dominant LSM 7-10 provinces (Chronis, 2012) . Almost 39% of LSM 7-10 lives in Gauteng, accounting for just below 60% of the province's population and 18.5%
of LSM 7-10 lives in the Western Cape, which makes up 63.6% of the province's population.
Whatever the distribution of this group, 'LSM 7-10' has become a powerful category constructed through various measures and calculations by organizations involved not only in the research, but also in the creation, of emerging (including ethical) markets. [ Figure 1 about here]
Mobilizing the ethical consumer in South Africa
An important explanation for the traction of Proudly South African is the desire on the part of South African consumers to support local producers in the face of ever more global sourcing by the country's corporate retailers, in particular those in the clothing sector. As a middle income country, South Africa is increasingly sourcing consumer goods such as garments from cheaper overseas locations, the most high-profile being China. This pattern follows that of North American and Western European retailers, who have progressively decreased their domestic sourcing since the 1980s and forged global value chains by purchasing from manufacturers in economically less developed countries (Tokatli, 2008) . In terms of ethical responses in Western Europe and North America, media and campaigning attention since the mid-1990s has focused predominantly on improving poor labour conditions in overseas producing localities rather than protecting their domestic manufacturing industries (Cravey, 2004; Moor and Littler, 2008; Silvey, 2004) , though the latter issue has also received some attention. Perhaps unsurprisingly, this stands in contrast to South Africa where the shift to global sourcing has taken place in a far less affluent domestic economic context.
From a European and North American perspective, an initiative like Proudly South African
promoting national identity and patriotism, albeit through local sourcing, might seem at odds with ethical forms of consumption. However, when situated in the context of a country continuing to experience high levels of inequality, chronic poverty linked with jobless growth (Aliber, 2003) , an unemployment rate that has risen to over 25% (Statistics South Africa, 2015) and ongoing financial constraints for many of South Africa's middle classes, care for more proximate others and a desire to contribute to national community-building through local economic growth represents a very popular form of ethical consumption. This is evident from our focus groups, illustrated by a discussion among three professional women from Focus Group 9 (Newlands, Cape Town, 10 th December 2013), which reflects the importance attributed to local product origins in the context of a globalizing economy: Africa and its associated policies encouraging national and local economic growth amid global competition. In the case of South Africa, which according to Fairtrade International (2011 [ Figure 2 about here]
Fairtrade Label South Africa: global certification networks and localized responsibility
Limited awareness of, but interest in, Fairtrade illustrates potential for further market growth.
And it is precisely this potential that fuels Fairtrade Label South Africa's continuing attempts to mobilize the South African ethical consumer. One of the challenges it has to overcome is a current association of Fairtrade with the empowerment of overseas rather than South African producers. This is a considerable obstacle given the importance consumers place on responding to local problems, which is in evidence in support for Proudly South African and illustrated by the focus group discussions:
Female student (FG9, Newlands, Cape Town, 10 th December 2013): If I could see that [the Fairtrade label] more on grocery related products, that would be fantastic because it would definitely persuade me to buy more things... Female professional (FG9 continued): But I also think about the other decision that I keep on thinking-is it produced here or does it come from somewhere else in the world? Because that impact needs to also be considered. Fairtrade Label South Africa is aware of this prevailing perspective of backing more proximate producers and is increasingly tailoring its strategies to this context. Therefore, just as Fairtrade organizations in South Africa on the producer side have adapted the standard to fit the political-economic context of South Africa, 9 so the movement is also adjusting to more consumer-facing issues in South Africa by connecting with concerns about supporting local jobs and businesses. The initiative is therefore prioritizing the marketing of South African grown and manufactured/processed Fairtrade goods, though with a recognition that middle class consumer knowledge about product origins is itself complex and differentiated:
"I think our consumers understand that some products are not produced in South Africa, so they understand that. But I think it is important that we try to make it more local... For the majority from the middle class who do not travel so much, are not so exposed to other countries, local products will be more important to them as they have a lesser understanding of problems in other countries or the reality in other countries" (Interview, Former Chief Executive of Fairtrade South Africa, 30 th September 2013).
"We do of course highlight that Fairtrade aims to improve labour conditions, but we approach it from a side that this is South Africa and you're buying the local product and by buying this Fairtrade local product you're promoting the wellbeing of the community . (Kruger and du Toit, 2007) , which means that "the movement is, in effect, certifying and labelling transformative programmes to economically empower members of previously disadvantaged groups" (Linton, 2012: 725) . This has required some re-negotiation of fairness and of the role of the international Fairtrade certifier. By adding BEE clauses to the Fairtrade standard for commercial estates since 2004 the Fairtrade label on South African products means that they were produced not solely in compliance with rules written in the global North, but also in accordance with South African notions of fairness that aim to promote social transformation. . This is a Southern African communitarian philosophy of openness, generosity and interdependence between humans that has been widely recognized and used in political speeches in South Africa since the ending of apartheid (West, 2014) and which is more critically and deeply associated with experiences and understandings of 'becoming' in a "decolonizing setting" (Motha, 2010: 285) . Although the marketization of Fairtrade Label South Africa is thus seizing an opportunity to mobilize the emerging black middle class ethical consumer, for whom Ubuntu may have greater salience. In terms of building the South African market for Fairtrade, the approaches adopted to mobilize the ethical consumer therefore combine a globalizing standard with localized political histories, philosophies and struggles. wholesalers, retailers, restaurateurs, the media and consumers. In addition to educational outreach work, it mobilizes sustainable seafood consumption effectively through a logo, which is placed on products in supermarkets and restaurants as well as being available to consumers as part of a pocket guide and mobile phone application. The logo depicts three fish-red, orange and green (see Figure 3) . This symbolizes SASSI's database that categorizes different fish species 'red', 'orange' or 'green' according to the degree to which they are sustainably fished. Red-listed fish include those that are illegal to sell in South Africa according to the Marine Living Resources Act, as well as those known to be unsustainably fished (e.g. species particularly vulnerable to commercial fishing practices).
The Southern African Sustainable
Orange-listed species are moderately vulnerable species for which consumers should consider the potential impacts of their purchasing on overfishing. And green listed species are categorized as species that are most sustainably fished and managed and are therefore considered appropriate to buy. While some fish on these lists are sourced globally, the majority are from South African Major Fishing Areas. As such, SASSI's programme articulates local concerns about sustainable fisheries, but is positioned in a much broader context of over-fishing on a global scale and objectives to protect marine resources.
[ Figure 3 about here] SASSI's logo was recognized by 6% of the Nielsen ethical market research sample, though the panda logo of its supporting organization, WWF, had 24% recognition, second only to Proudly South African (Belgian Development Agency, 2013: 75) . It represents an NGO-led initiative informed by global environmental politics, but whose marine research and consumer outreach programmes are very strongly localized. In contrast to our previous two case studies, its spaces of political intention are environmentally focused, in particular on protecting fish species through more sustainable fishing. SASSI has evolved from an original political motivation to educate consumers by providing them with more detailed (predominantly legal) knowledge of the sourcing and distribution of fish species. This strongly resonates with many similar ethical initiatives at the time, which adopted a method of geographical detective work essentially to create more knowledgeable consumers (Hartwick, 2000) in the context of a shift away from state control over fisheries and towards private governance based on "democratized concern" (Bush, 2010: 305) .
Significantly, it is retailers, as well as restaurants, which are viewed by SASSI as fundamental to the initiative's success and mainstreaming, seen as "inhabiting a fulcrum position in the seafood supply chain" (ibid). This compares with the case of mainstreaming Such active participation on the part of consumers, who are empowered to influence the industry, reflects an initiative involving continual questioning and engagement of political pressure through consumption. Driven by understandings of ethical consumption mobilized by SASSI, this illustrates the very dynamic way in which environmental governance is occurring through market-based political action (Klooster, 2010) . Moreover, while the case of SASSI is influenced by consumer-driven initiatives elsewhere (e.g. it is a supporter of the Marine Stewardship Council), it is also embedded in the particular sustainable fisheries programmes, legal frameworks and commercial structures including the supermarket and restaurant sectors of South Africa.
Conclusion
This paper captures evolving articulations of ethical consumption in South Africa in the context of rapid economic growth and growing middle classes. The key focus of the paper is on the brokering roles played by influential intermediaries from the worlds of business, civil society and government in engaging consumers to participate in rapidly growing ethical markets in South Africa. This research helps to rectify a common tendency in work on ethical consumption to prioritize consumers in the global North and products from the global South. Our approach uses the concept of mobilization (Barnett et al., 2011; Clarke et al., 2007a) to understand how such intermediaries engage consumers in ethical labelling initiatives and in some cases how they also represent ethical consumers as a collective to other influential business and political organizations. The paper applies this notion of mobilizing the ethical consumer, developed from research in the UK, to the case of South Africa. In making this move, our specific contribution to the literature is to highlight the ways in which mobilizing the ethical consumer in South Africa combines globalizing networks and understandings of responsibility with values shaped by national and local histories and political-economic context. Conceptually, this brings Barnett et al.'s (2011) mobilization concept into dialogue with literature on ethical consumption that emphasizes its local embeddedness (Berlan, 2012; Dombos, 2012; Fletcher, 2012; Isenhour, 2012; Zukin and Maguire, 2004) ; this is a dialogue original not only in itself, but also in terms of its application to a global South setting.
Against the backdrop of a broader institutional context for mobilizing the ethical consumer, linked to the acknowledgement and discursive construction of South Africa's middle classes as consumers with potential to engage in ethical markets, three prominent ethical labelling initiatives were evaluated. In the cases of Proudly South African and Fairtrade Label South Africa, localized concern for proximate producers was shown to shape the notions of ethical responsibility mobilized through these initiatives. This arises from a combination of the legacies of apartheid, global supply chains threatening domestic industries, ongoing financial constraints for many of South Africa's middle classes living in proximity to struggling workers and growing numbers of unemployed, and the institutionalization and marketization of Southern African communitarian philosophy. However, the case of SASSI shows that notions and initiatives of sustainable consumption gaining traction in South Africa are not confined to those with a national, socio-economic focus. Concern for environmental protection is also being mobilized, in particular amongst the urban middle classes. However, in this case globalized forms of environmental governance (Bush, 2010) are also highly localized through the communication of SASSI's labelling system to urban middle class consumers in South Africa and the implementation of the label through national supermarket chains and local restaurant channels.
Notions of ethical consumption found to be mobilized in South Africa are neither separate nor entirely distinct from ethical mobilization operating elsewhere, including in the global North as well as comparable cases in the global South (on which more research is needed).
Indeed, the paper shows that some of the influential intermediaries in South Africa are part of wider, transnational networks through which notions of responsibility travel and transform.
We therefore argue that an important part of research on ethical consumption in the global South is engagement with the nuances of travelling and shifting concepts of responsibility and the ways in which they are marshalled by intermediaries to engage consumers in particular settings. This requires sensitivity not only to transnational networks of globalizing responsibility, but also to localized expressions of ethical consumption when these (and other) networks play out in particular places. Our paper addressing the mobilization of the ethical consumer in South Africa by business, civil society and the state forms a part of this academic project, which in turn is just one dimension of understanding ethical consumption in the global South. 
